STA

Sanitized Copy Approved for Release 2011/03/18 : CIA-RDP91-00587R000100020035-3

=]

ARTICLE APPEARED
ON PAGE _ﬁ_l__

Intelligence
Efforts Grow

By STEVEN E. PROKESCH

titors.

Stuart A. Feldstein has 8 most
of his career as a business journalist,
and his partner, Mark 5. Kamm,
worked as a private investigator.
Now they hire themselves out to
major corporations willing to pay
generously for information on & com-
petitor’s costs, its plans to introduce &
new product or the type of research it

{s condu 2

Whether are d it them-
selves or hi the likes of Mr. Feld-
stein and Mr. Kamm, a rapidly grow-

ing number of American companies
are st up their efforts to keep
tabs on sach other as well as foreign
competitors — especially the Japa-
nese.

Overseeing Intelligence Efforts

Several companies, includ
Motorola, Eastman Kodak, Gene
Motors and Cross & Trecker, the big
machine tool maker, have either es-
tablished formal intelligence units or
designated specialists to oversee
their intelligence efforts within the
last two or three years.

Many other companies, such as
GTE, General Electric and Pfizer, do
not have separate intelligence staffs
but are nonetheless mnimz ‘‘com-
petitor analysis’ or ‘‘business intelli-
gence” an integral part of their
strategic planning process.

Not surprisingly, the consultants .

and companies that are willing to dis-
cuss the topic of business intelligence
insist that they do not — and would
not — resort to illicit methods to
glean information. Stealing a compa-
ny’s documents on its product plans
or proprietary technology, for in-
stance, would constitute industrial es-
pionage, with possible civil and
criminal penalties. Instead, the cor-
porate intelligence operations are
said to employ such methods as
tracking patents, talking to industry
insiders and taking apart a competi-
tor’'s products to see how they tick.

““There is a t deal more atten-
tion being paid to all phases of com-
petitor analysis than I have seen be-
fore,”” said Paul A. Branstad, a strat-
egy specialist at Booz, Allen & Hamil-
ton Inc., the management consulting
company. ‘‘Understanding your com-
petitors’ positions and how they
might evolve is the essence of the
strategic game."’
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For instance, one recent client of
the SMR Research Corporation, the
New Jersey-based concern of Mr.

Feldstein and Mr. Kamm, wanted to:

know why Citicorp’s Person-to-Per-
son consumer loan operation was
pricing its loans unusually low. Was it
because the unit was trying to build
market share or because its cost of
funds was low? “That kind.of infor-
mation is imperative in order to com-
pete with Citicorp subsidiaries,

- whose results are seldom discussed

by dCiticorp itself,”” Mr. Feldstein
said.

Many companies maintain that
gathering information is not neces-
sarily a question of spending more
money, but rather using existing re-
sources, such as a sales force, to pass
on that information and make more
of an effort to exploit it. Nonetheless,
spending appears to be increasing.
The intelligence-gathering budgets of

25 major companies recently sur-

veyed by Information Data Search, a
Cambeidge, Tanged  from
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Researchers pay the ll-yurm
pany as much as $90,000 to check up
on a competitor, said Leila K. Kight,
the firm's president.

Mr. Feldstein has also found plenty
of companies willing to pay the §1,900
his company for a
study of Sears, R & Company’s
financial

services operations. Some |

of those buyers, he said, were Citi-
, Bank of America, Prudential

plotting.
That becams only too in
the late 1970’s and early 1980’s, when
in many stalled,
competition intensified and many
gmdiao_mmmudmnmw
worth the paper upon which they
were written.

secting Mp‘:‘oducu and
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competitors’ customers, si’“;;ﬂ
and even their former employees for
information.
“One of the many purposes of Gen-
eral Motors’ ioint venture with Taw
ta” to manufacture small cars in
California ““was to get information’’
on Toyota’s tech-
niques, acknowledged
Davis, director of quality at
G.M.’s et-Pontiac-Canada
division and former head of the divi.
sion’s organizational competitiveness

group. .

A similar motive helps to explain
the surge in the number of American
corporations offices in
Japan. “A lot of companies are here
for the of what's

being

president of the American Chamber
of Commerce in Japan, said in a tele-
phone interview from Tokyo.
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